This study assesses attitudes of young adults' (18-30 years old) consumption on local and 12 traditional products in7 European countries. A clustered sample (n=836) from natives
Introduction

29
It was no longer than 1919 when French agronomists requested in an intense way from their 30 government to protect by law the quality of their wines from Bordeaux region [1] and set the basis for 
59
Literature review describes an overall image about European population attitudes towards
60
TFPs.This survey gives an insight on young consumers' beliefs about traditional products. 
70
Theory of Planned Behavior (TPB) [12, 13] is an extension of Theory of Reasoned Action (TRA) 71 that was developed in 1980 by, Ajzenand & Fishbein [14] . TPB examines attitudes in three levels: (a) 
72
Attitude towards the behavior, (b) Subjective norm and (c) Perceived behavioral control.
73
• (a) Attitude towards behavior is the degree of approval or disapproval of a certain behavior by a 74 person. A rising interest for products with unique characteristics and an increasing consumption 75 rate has created a positive image of TFP [15] . Therefore, there is a negative attitude for health issues 76 about production and manufacturing procedures, especially from people of higher education [16] .
78
• (b) Subjective norm is the social attitude about a person ' 
109
because it influences performed behavior of a person not only in a national level but also in a 110 regional one [30] . In the same survey, men found to spend more on organic food than women.
112
Cost can be a significant factor on final purchasing decisions, as there are groups of people that 
156
In the first part of the questionnaire there are questions about the social and demographic data of 
164
The questionnaire was initially tested before distribution in eight (8) European countries in which
165
it was to be distributed (Greece, Denmark, England, France, Slovenia, Croatia, Bulgaria, and
166
Romania) to verify that the questions were adequately written and being understandable.
167
In order to evaluate reliability of results, two tests were used:
168
• The Kaiser-Meyer-Olkin index (KMO)
169
• Barlett's sphearisity test 
218
37% are in the income class of 500-1000€/month, covering a total of 82% distribution.
219 Table 3 220
To sum up, it is noted that the overall sample refers to young people with an average age of 23 221 years, a high educational level, while the economic criteria differ for the individual categories, with
222
Western countries having higher monthly incomes.
224
Principal Component Analysis results
225
Overall sample 249 Table 6 250 Finally, by comparing the importance of the components and their rating according to the 251 socio-economic characteristics (gender, age, education and income), some differences can be found,
252
which are summarized in the following table. 
253
264
The first two components refer to two different perceptions but the first component (positive 265 perception) is almost two times more important than the second one (negative perception). As in the 266 bibliographic review, it was emphasized that consumers are rather skeptical about their use due to 267 the lack of food safety criteria that are being observed during their production process. 
281
Eastern European Countries
282
The main difference with respect to the overall sample is the economic benefit resulting from the 
309
Having in mind the finding of this survey, it is noteworthy to clarify promotion methods for each 310 market segment. In particular, two clear consumer profiles are presented οn Table 8 . Five main 311 dimensions can be considered are significant pillars for introducing and implementing a promotion 312 plan for local and traditional products. 
313
357
• Cost is a factor that affects less young adults from Eastern European countries than those
358
from Western countries
359
• Media affect more adolescents from Western countries while influence from close 360 environment is more significant for people from Eastern European countries
361
• Availability of TFPs is an issue for young consumers and certain actions from suppliers 362 should be taken.
363
Further research is essential to be made by focusing on both specific markets and products. 
418
Please rate the following sentences (1-5 scale)
420
2.1 Buying local and traditional products is a good consumer behavior.
2.2 Using local and traditional food products is a good practice for my health.
2.3 It's a good practice for my wage to consume local and traditional products.
2.4 People, that their opinion is important for me, approve buying and use of local and traditional products.
2.5 People, that their opinion is important for me, recommend me to buy and use local and traditional products.
2.6 It depends on me if I will consume or not local and traditional products. 2.7 I don't feel well when other people see me buying local and traditional products.
2.8 I intend to increase consumption of local and traditional products.
2.9 I want, from now and on, to consume local and traditional products.
421
Part III: Please rate the following sentences (1-5 scale)
422
3.1 Health is better than wealth.
3.2 Consuming local and traditional products is dangerous for my health.
3.3 I am afraid of jeopardizing my health by consuming local and traditional food products.
3.4 Consuming local and traditional products can cause irreversible damage to my health.
3.5 Consuming local and traditional products is economically beneficial.
3.6 Consuming local and traditional products is beneficial for my health.
3.7 It's hard to find local and traditional products.
3.8 I buy local and traditional food products from small local shops.
3.9 I buy local and traditional food products from supermarkets.
3.10 Media persuade me so as to consume local and traditional products.
3.11 Media persuade me so as to consume healthy products.
3.12 My friends influence me so as to consume local and traditional products. Peer-reviewed version available at Foods 2018, 7, 22; doi:10.3390/foods7020022
